
























The Long Journey to Retail Marketing Research（1）
―Awareness of“Customer Experience”in Retailing Business―












In the past, retailers and so-called service businesses have been handled differently in Japan. This distinction has been done in re-
search as well. The starting point of this paper was whether consumers who are customers of these projects clearly recognize these
businesses. In terms of both actual condition and research, considering the value that customers obtain, it seems that the distinction
between retailing and so-called service businesses are meaningless. Therefore, this paper focused on the value proposed in retailers
and so-called service businesses, that is, in stores. Furthermore, in this paper, I focused on customer experience and suggested that
the value accepted at the site may open up horizons for future retail marketing research. For this reason, this paper attempted to con-
sider from various perspectives, with the view of the evolution of retail business research in the 1970s and the positioning of retailers
in the broad framework of business systems.
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